This research proposes a comprehensive model that investigates the relationships between service quality, hedonic, perceived value and behavioral intentions. The purpose of this study is to build a better understanding of the determinants of customer satisfaction and customer loyalty throughout the restaurant services by incorporating the perceptions of hedonic effect in service delivery and outlining why and how service quality is important to customer satisfaction and customer loyalty. Respondents were chosen from three regular customers of Atawich chain restaurants in city of Tehran by using stratified random sampling method. A total of 390 questionnaires were used for data analysis. Structural equations modeling by using LISREL was performed to empirically test the relationships between the constructs of this study. Results show that both service quality and hedonic effect are importance predictors of customer satisfaction in Iranian society. In addition, results indicate that service quality and hedonic effect have positive and significant effects on perceived value. However, relationship between customer satisfaction and perceived value with attitudinal loyalty was not significant. Finally, it suggests that restaurant managers should improve their restaurant service offerings to satisfy customers. In addition, the results emphasize the significance of hedonic effect and positive emotions in creating perceived value and customer satisfaction.
Introduction
During the past few years, there have been many studies on the effect of perceived service quality on post-consumption behaviors such as customer satisfaction, customer complaint and customer loyalty. In fact, recent studies emphasize the importance of service quality, perceived value and behavioral intentions in the restaurant industry (Ha & Jang, 2010; Chang et al. 2010; Chow et al., 2007; Olsen, 2002) . In today's competitive markets, researchers generally agree that higher service quality lead to higher level of customer satisfaction, more perceived value and positive behavioral intentions (Han & Ryu, 2007) . The positive consequences of superior service quality consist of increased customer satisfaction (Cronin & Taylor, 1992; Edward & Sahadev, 2011) , customer loyalty (Zeithaml et al., 1996; Barsky & Nash, 2002) , positive word of mouth (Zeithaml et al., 1996; Alexandris et al., 2002) , stay more (Zeithaml et al., 1996) , and pay more (Zeithaml et al., 1996; Barsky & Nash, 2002) in consumer behavior contexts. Service quality can be defined as "the customer's judgment about overall excellence or superiority of a product of service" (Zeithaml, 1988) . In an Iranian culture, restaurants are considered as common places for social gatherings and family entertainment. Food consumption in restaurants provides an experience of excitement, pleasure, celebration, and creating social relationships. Generally, purchases process can be categorized as having search, experiential and credence properties (Nelson, 1974) . Specifically, restaurant and eating is by nature an experiential purchase. Customers can assess restaurant service quality accurately; hence, restaurant functional quality in delivering services is usually the primary determinant. In restaurant setting, perceptions of customer from foods and environment including physical and social are key components in determining the restaurant service quality (Jang & Namkung, 2009; .The literature has discussed the effects of customer satisfaction and behavioral intentions (Ladhari, 2007; Han & Back, 2006) . Other studies reported a positive relationship between customer satisfaction and behavioral intentions (Bigne et al., 2005; Han & Back, 2006 , Bigne, et al. 2008 .
Despite the relative importance of service quality in chain restaurants sector, academics and managers know relatively little about how the effects of restaurant service quality and hedonic effects on perceived value and customer satisfaction, which in turn, influence behavioral intentions. The primary objective of this study is to develop an integrated conceptual model, which investigates the effect of restaurant service quality and hedonic effect on customer satisfaction, customer perceived value and behavioral intentions. In fact, by understanding customers' responses to restaurant service quality in a post-dining behavioral process, restaurant managers can gain a better understanding of how to improve their restaurant service offerings to satisfy customers. This study is organized as follows: We first review the conceptual framework and concepts, which are associated with our study. Second, we present a conceptual model and discuss the relationships among model constructs, along with research methodology and data collection. Finally, we present the findings, discuss implications, and suggest future research directions.
Conceptual framework and hypotheses

Perceived service quality, customer satisfaction and perceived value
Service quality is one of the most important factors influencing on customer behavior in service settings. Higher level of service quality produces higher level of sales revenue and efficiency (Gounaris et al., 2003) . In literature, service quality is usually defined as "the customer's judgment of the overall excellence or superiority of the service" (Zeithaml, 1988) . In fact, it is the customer's subjective evaluation formed by comparing expectations and their perceptions of actual services (Parasuraman et al., 1985) . i.e. service quality is trade-off between perceived benefits and perceived costs (Lovelock, 2000) . In earlier studies, service quality has been referred as how service satisfies customers' needs or expectations (Lewis & Mitchell, 1990; Dotchin & Oakland, 1994) . Parasuraman et al. (1988) identified five dimensions of service quality: (1) Tangibles (facilities, equipment and appearance of staff) (2) Reliability (ability to perform the promised service dependably and accurately) (3) Responsiveness (willingness to help customers and provide prompt service) (4) Assurance (knowledge and courtesy of staff and their ability to convey trust and confidence); and (5) Empathy (caring, individualized attention the organization provides to its customers).
Since SERVQUAL dimensions were first developed, numerous studies have applied this model to assess service quality in service-related issues. After a comprehensive review of service quality research, Asubonteng et al. (1996) found that the number of service quality dimensions varies in various industries. In restaurant setting, perceived levels of service are based on the relationship between customers and service providers, foods and environment (physical and social) quality, thus, these components are key indicators in determining the restaurant service quality (Nikolich & Sparks, 1995; Jang & Namkung, 2009; .
Many researchers have examined link between service quality and satisfaction. There are some empirical evidences supporting causal linkage between service quality and customer satisfaction (Hanzaee et al., 2012; Zabkar et al., 2010; Lai et al., 2009; González et al., 2007; Chow et al. 2007; Cronin et al., 2000) .These researchers found that high service quality are correlated with relatively high customer satisfaction. In addition, past studies examined link between service quality and perceived value. Findings indicated that service quality had a positive and significant relationship with perceived value (Lai et al., 2009; Chen, 2008; Choi et al., 2004; Cronin et al., 2000) . Based on these arguments, we test the following hypotheses: H 1 : Service quality is positively related to customer satisfaction. H 2 : Service quality is positively related to perceived value
Hedonic affect, customer satisfaction and perceived value
Research on personal reports of individual effective experiences illustrated two largely independent, unipolar dimensions corresponding to positive and negative effect (Jang & Namkung, 2009 ). The positive and negative effect schedule is certainly one of the most widely used scales, which has been successfully employed in a variety of studies, e.g., perceived stress and health complaints, social activities, anxiety and depressive disorders, job-search behavior, and cigarette consumption (Schmukle et al., 2002) . Ligas and Chaudhuri (2012) defined hedonic store feelings as the positive effect associated with pleasure that is due to the store. In addition, they suggested that positive effect is generated when cues are appraised to be in accordance with important consumer goals. In the satisfaction literature with an empirical approach, Westbrook (1987) explored the effect of emotions elicited in consumption on satisfaction, along with expectation and disconfirmation. He found that two distinct dimensions of emotions consist of positive and negative emotions influence customer satisfaction with cable television. When a customer experiences positive emotions he/she represents higher levels of satisfaction in a service encounter (Sheng et al., 2011) . In addition, shopping effect was found to have a positive impact on perceived value, which in turn positively influences a consumer's consistent repeat purchase behavior (Michon et al., 2008) . Tourists with positive feelings are expected to experience higher levels of value. This is because pleasure can facilitate task fulfillment and enjoyment from the shopping activity (Yuksel, 2007) . Past studies indicated that positive perceptions of merchandise value lead to greater hedonic store effect where a surplus increases positive feelings toward the store (Ligas & Chaudhuri, 2012) .
Hedonic affect is positively related to customer satisfaction. H 4 : Hedonic affect is positively related to perceived value.
Customer satisfaction, customer compliant and customer loyalty
Many studies have been focused on customer satisfaction to identify different characteristics of satisfaction, antecedents and consequences of customer satisfaction (Oliver, 1980 (Oliver, , 1997 (Oliver, , 1999 . Customer Satisfaction can be defined as the degree in which one believes that an experience evokes positive feelings (Chen, 2008) . In this study, customer satisfaction is defined as an evaluative of consumption experience, based on the discrepancy between customer expectations and the actual performance perceived after consumption process. Satisfaction with a product or service can create long-term benefits for firms including positive word-of-mouth, cross-buying, customer loyalty, perceived value and willing to pay more (Fornell et al., 1996; Palmatier et al. 2006 , Ladhari, 2007 , Edward & Sahadev, 2011 . In addition, past studies show that customer satisfaction has an effect on the profitability of organization. For example, when customers perceive good service, each will typically tell nine to ten people, in return, customers who receive poor service will typically express their dissatisfaction to between fifteen and twenty others (Naik et al., 2010) . In addition, Shin and Elliott (2001) concluded that, through satisfying customers, organizations could improve profitability by expanding their business and gaining a higher market share. In many industries, having satisfied customers also means that organization receives fewer complaints (Fornell et al. 1996; Spreng et al. 1995) . Without customer complaints, firms will have limited information on the extent and nature of service failures and may not have the opportunity to engage in service recovery. Landon (1980) defined customer complaint behavior as "an expression of dissatisfaction by individual consumers (or on a consumer's behalf) to a responsible party in either the distribution channel or a complaint handling agency". In addition, Oliver (1980) noted that complaint behavior is dissatisfaction, which is caused by negative disconfirmation of purchase expectations. Researchers have shown that effective complaint handling not only enhances the likelihood of repurchase, but also that it limits the spread of potentially damaging negative word-of-mouth (Blodgett et al., 1993) . Evidence suggests that bettereducated customers are more likely to volunteer complains (Goodwin & Ross, 1990) .
Customers are more likely to complain if a service is viewed as being complex, expensive or considered important, or if the service failure is serious (Blodgett & Granbois, 1992; Bolfing, 1989) . Chang et al. (2010) revealed that customer satisfaction directly and negatively influences customer compliant. Past studies found that satisfied customers usually have better post-purchasing attitudes and higher brand loyalty, while unsatisfied customers have worse post-purchasing attitudes, showing brand switching, complaints and negative word-of-mouth activities (Loudon & Della, 1984) .
The concept of customer loyalty is well understood as a combination of customers' favorable attitude and the behavior of repurchase. Loyal customers can bring enormous advantages for a company. They allow for a continuous stream of profit, reduce marketing and operating costs, increase referral, and are immune to competitors' promotion efforts (Brunner et al., 2008) . Loyalty is defined as a deeply held commitment to repeat purchase of a preferred product or service consistently in the future despite situational influence and marketing effort having the potential to cause switching behavior (Oliver 1997) .
Two separate loyalty concepts evolved. Namely, "brand preference" which was later referred to as attitudinal loyalty and "share of market" which was later referred to behavioral loyalty (Thiele, 2005) . This bi-dimensional concept has since been combined and referred to composite loyalty (Jacoby, 1971) . Loyalty in behavioral sense is measured by using repurchase probability, long-term choice probability, or switching behavior. In attitudinal sense, loyalty is operationalized as brand preference or emotional commitment. Therefore, loyalty can be measured with repurchase intention, resistance against better alternatives, price tolerance and intention to recommend the product or service (Yi & La, 2004) . In fact, attitudinal loyalty is defined as customers' willingness to build relationships with the service providers, while behavioral loyalty refers to customers' behaviors in association with repeat purchases (Chang et al., 2010) . Past studies have suggested that satisfaction influences on customer loyalty, indirectly (Espejel et al., 2008; Walsh et al., 2008; Lam et al., 2004; Oliver, 1997 , Mittal & Lassar, 1998 . This arguments leads to our next research hypotheses:
H 5 : Customer satisfaction is negatively related to customer compliant. H 6 : Customer satisfaction is positively related to attitudinal loyalty. H 7 : Customer satisfaction is positively related to behavioral loyalty.
Perceived value, customer compliant and customer loyalty
The customer perceived value plays an essential role on a firm's competitive strategy. This concept received traction in numerous streams of marketing literature in recent years (Trasorras et al., 2009) . Values are powerful forces guiding actions, attitudes, and judgments in all aspects of our everyday lives. Researchers are continually seeking a more complete understanding of consumer value . Customer perceived value can be defined as the result of the personal comparison between perceived overall benefits and the perceived sacrifices or costs paid by the customer (Ryu et al., 2012) . Holbrook (1994) enlarged the traditional conceptualization of experiential value to incorporate three spheres:
(1) Extrinsic versus intrinsic value; (2) Active versus reactive value; and (3) Self-versus other-oriented value (Keng et al., 2007) .
Some studies indicate existence of some specified relationships between quality, value, satisfaction and consequence as customer loyalty, price premium, repurchase intention and positive word of mouth . Therefore, shopping value has a relationship with increased approach behaviors when people are on holiday (Yuksel, 2007) . Researchers empirically found that perceived values have a positive effect on customer loyalty in the service industry (Thuy & Hau, 2010 
Research model
Based on preceding literature, the hypothesized relationships are shown in the conceptual framework in Fig. 1 , which investigates the effects of environment on emotion, satisfaction and perceived value. 
Measurement items, Sample population and Data Collection Procedure
In order to test the hypotheses empirically, multi-item scales were used to evaluate all variables to adequately capture the domain of constructs. All constructs were measured using a 5-point Likerttype scale. However, we modified the wording of specific items to reflect the focus of our investigation. Service quality was evaluated with three items extracted from the survey accomplished by Ha and Jang (2010) . Value was measured using the three-item five-point Likert scale (Lasser et al., 1995; Taylor et al., 2004) . Hedonic effect was measured with three items adapted from Ligas and Chaudhuri (2012) . The construct of customer satisfaction includes two items adapted from Chang et al. (2010) . The construct of the customer complaints regarding how customers informally or formally complain about the service they have received includes two items adapted from Chang et al. (2010) . Attitudinal, loyalty was measured by using the three-item five-point Likert (Chang et al., 2010) . Finally, behavioral loyalty was measured by using the four-item five-point Likert scale adapted from Chang et al. (2010) .
In this research, the chain restaurants setting were selected in order to test the conceptual model and the hypothesized relationships empirically. Data were obtained from customers three Atawich chain restaurants in Tehran city. Stratified random sampling was used; however, the method of selecting respondents was random sampling. Data collected from 425 regular customers of chain restaurant and 390 usable questionnaires were retained. Fig. 1 shows demographic characteristics of the people who took part in our survey.
Years of education Age Fig. 1 . Personal characteristics of the participants
Analysis and results
Structural Equations Modeling (SEM) by using LISREL for Windows was performed to test the relationships between constructs in this study. In this model, as suggested by Anderson and Gerbing (1988) , data were analyzed by using the two-step approach in which the measurement model was first confirmed and then the structural model was tested.
Measurement model estimation
Confirmatory factor analysis (CFA) was directed to examine the factor structure of the measurement model in this paper (Anderson & Gerbing, 1988) . Table 2 presents the factor loadings and Cronbach's alphas of the items on the latent constructs as estimated by the CFA. Cronbach's alphas of latent constructs were acceptable for all ten constructs (0.72-0.88). Values were all above 0.70 as suggested by Nunnally (1978) , and therefore indicated internal consistent. The overall evaluation of the model fit was based on multiple indicators. These indicators included Chi-Square test; the normed fit index (NFI), the non-normed fit index (NNFI), the comparative fit index (CFI), the root mean squared error of approximation (RMSEA), the Goodness of Fit Index (GFI) and Adjusted Goodness of Fit Index (AGFI).The fit statistics showed that the measurement model fit the data reasonably well.
Structural Model
After assessing and confirming the total measurement model, the structural model was estimated.
Results indicated an acceptable level of fit between the hypothesized model and the data. (ChiSquare= 272, df =123, GFI = 0.93, AGFI= 0.90, NFI = 0.96, NNFI = 0.97, CFI = 0.98, IFI=0.98, RFI=0.95 and RMSEA = 0.047). As predicted, service quality was positively associated with customer satisfaction (path coefficient = 0.23, t = 3.60) and perceived value (path coefficient = 0.14, t = 2.39). Hedonic effect was positively associated with customer satisfaction (path coefficient = 0.73, t = 11.10) and perceived value (path coefficient = 0.81, t = 12.43).
As hypothesized, customer satisfaction was negatively associated with customer complaints (path coefficient = 0.52, t = -4.40), But, satisfaction was not positively associated with attitudinal loyalty (path coefficient = 0.51, t = 0.61) and behavioral loyalty (path coefficient = 0.77, t = 1.31). However, relationship between perceived value and customer complaints was not significant (path coefficient = 0.10, t = 0.76), also the hypothesized effect of Perceived value on behavioral loyalty was not supported (path coefficient = 0.57, t = 0.43). Nevertheless, as predicted, results show that perceived value had a positive relationship with behavioral loyalty (path coefficient = 0.63, t = 7.89). 
Discussion and conclusion
Service quality is one of the most important issues in restaurant management and investigation of the effect of perceived service quality on post-consumption behaviors such as customer satisfaction, customer complaint and customer loyalty plays essential role on marketing planning. The primary objective of this study was to investigate of the effects of service quality and hedonic effects on customer satisfaction and customer loyalty in chain restaurants setting. The results clearly showed a significant role of overall restaurant service quality on perceived value and customer satisfaction. (2004) and Cronin et al. (2000) . Enhancing service quality of restaurant as a management goal as well as ensuring experience quality leading to enhance satisfaction and then perceived value, which are important issues for restaurant managers when designating their sustainability strategies. Service quality is one of the most important issues in restaurant management, because customer satisfaction is often determined by the experience obtained from quality. In this study, the role of affect in customers' postpurchase behavior has also been confirmed. As hypothesized, hedonic affect had a positive and significant relationship with customer satisfaction and perceived value. These results supported findings of Ladhari, (2007); Bigne et al. (2005); Bigne et al. (2008) and Yuksel, (2007) . Overall, these results show that for experiential products or services, such as restaurant, emotions are important antecedents of satisfaction and perceived value. As predicted, customer satisfaction had a significant and negative impact on customer compliant. This result is consistent with the findings Chang et al. (2010) who reported a significant correlation and negative between customer satisfaction and customer compliant. However, the impact of satisfaction on the dimensions of loyalty was only weak. In addition, the results of this study showed that relationship between perceived value and customer compliant and attitudinal loyalty was not significant. However, the relationship between customer perceived value and behavioral loyalty was positive and significant. Value is consumer overall assessment of the utility of a product or service based on perception of what's received and what is given (Zithaml, 1988) .These findings indicate that managers and service provider should seek ways in which they can reduce perceived monetary and nonmonetary costs and increase customer perceived benefits. In general, this study showed that the inclusion of service quality and hedonic effect in addition to customer satisfaction in one model not only highlights the importance of restaurant service quality and hedonic affect, but also provides a more comprehensive understanding of their effect on both customer satisfaction and perceived value.
In today's competitive environment, customers have a variety of choices for food and an extensive range of foods within the restaurant, thus the quality that a restaurant conveys may be a key determining factor in the decision to choose one restaurant to another one. Restaurant managers need to work very hard to keep their quality favorable in customer's mind; hence, service providers should give careful considerations to their restaurant, restaurant environment and interior design, which in turn influence the overall restaurant service quality. In addition, as a differentiation strategy, restaurant operators should develop a pleasant interior environment through effective restaurant design that will set them apart from the competition.
